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Abstract 
Facebook has become one of the most dominant players in the global digital media market, so in Hungary 
as well, where the highest percentage of internet users are connected to social platforms in Europe. In 
this paper, based on the data provided by two nationwide studies, I wish to present the content 
consumption attitudes and habits that are prevalent in a Facebook dominated media ecosystem, and 
analyze their consequences. One of the studies is a qualitative, online survey that gathered data on 
Hungarian Facebook-users’ attitudes, the other is a quantitative research project which analyzed data of 
the most interacted with Hungarian sites throughout a year. The results of the two projects on the one 
hand confirm some of the relevant findings of previous international research, and on the other hand, 
provide new insights into understanding the relationship between the growing dominance of Facebook 
on media and changing content consumption habits. Among the findings, in a Facebook-dominated 
ecosystem ‘traditional’ media brands’ recognition is fading, and user interpretations of authenticity and 
credibility change. A new type of content provider proves to be by far the most successful entity on 
Facebook, pages that exclusively tailor their content provision to and for the platform. By the analysis of 
empirical results and drawing on a comparative theoretical model I wish to argue in the chapter for the 
position that the growing significance of algorithm-driven feeds in content distribution – which, building 
on Fortunati’s concept of the ‘mediatization of the net’, I call ‘feedization’ of the internet – bears 
significant consequences for the future of content consumption. 
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Introduction: Facebook and the media – Frenemies and the ubiquity of feeds  
It is a particular feature of the history of media economy that the most effective digital content 
distributing tools were the product of a company specializing originally not in media but in social 
networking. Facebook introduced two innovations that changed the interpretations of the relationship 
between content consumption and social networking fundamentally. One of them was the News Feed, in 
2006, which transformed the use of the static social network platform into a dynamic, broadcast-media 
like content consumption space. Another was the ‘like’ button, in 2009, which turned practically the whole 
web into a potential content and advertising source for Facebook, blurring the borders between the 
walled garden of the social network and the open web (Bonnington 2014). 
 Facebook today – besides being still functioning as a social network (Boyd-Ellison 2007) – thus 
functions primarily as a media company (Napoli-Caplan 2017). As a particular one, as it does not produce 
its own (editorial) content, but re-publishes and distributes available content already published by content 
providers and/or users, through various editorial and curatorial methods. One of those methods is 
algorithmic, another – as it turned out following the 2016 “trending topics” scandal – is conducted by 
human agents (Helberger-Trilling 2016). Following from this, the functioning of Facebook is connected to 
traditional media on many levels, resulting in the widely acknowledged Facebook-dependence of 
traditional media (Bell 2016). This controversial relationship – In which Facebook on the short run offers 
potentially enormous reach for traditional media companies (and individuals), but on the long run, keeps 
visitors in its own walled garden, carving out a bigger and bigger slice from the digital advertising pie – is 
thus often called a “frenemy” relationship in the media professional lingo (Bell 2015).  
By switching from a static social network to a dynamic content-distributing push-media, Facebook 
started to change the distribution of digital media content in a fundamental way, that I will call 
‘feedization’ of the internet. In the decade which was opened by the introduction of the News Feed, 
leading digital media platforms in the current technological ecosystem gradually transformed to a state 
in which their main function is to maintain a constant flow of content that users could consume, distribute, 
share and interact with in various ways. Besides social network-turned-media companies such as 
Facebook and Twitter, music distribution apps such as Spotify, video platforms such as YouTube, and even 
dating apps, such as Tinder offer feed-structured content for their users in order to facilitate time spent 
in their own sub-ecosystems. (In parallel with this power shift, internet usage is slowly moving away from 
the web and gravitating towards apps (Anderson-Wolff 2010)). 
 
Mediatization, Internetization, and Feedization 
Leopoldina Fortunati (2005) coined the term ‘mediatization of the internet’, just a year before the 
introduction of the News Feed. In her influential article entitled the “Mediatization of the Net and 
Internetization of the Mass Media” she describes and compares two intertwining trends that shaped the 
evolution of online media in the mid2000s. As she put it, reflecting on the internet becoming a new mass 
media: “The internet is modifying newspapers, radio and television; and, vice versa, the traditional media 
are changing the internet irrevocably. Together, these processes may be seen as manifestations of one 
underlying process, which is the mutual domestication of and convergence between the internet and the 
mass media. The net is becoming a ‘mass medium’ – that is, it is undergoing the influence of the classic 
mass media and taking on the ‘mission’ of providing information and entertainment – while traditional 
media are succumbing to the fascination of the internet..." (27-28)  
According to Fortunati, the mediatization of the internet happened in three stages from the 
mid90s till to the mid2000s. The first wave was the invasion of the internet by newspapers in the mid90s, 
when the primary aim of the publishers was to simply “be there” on the internet. In the second stage, 
newspapers and televisions started to exploit the potentials of the digital realm, and started to publish 
new, online-specific features. The third stage was the then ‘mature’, now already a decade-old model, in 
which publishers have learnt the multimedial language of the internet but still struggle to find a feasible 
3 
 
business model. Besides these points, Fortunati mentions another development, which would be the one 
I would connect the third stage of the internet’s most recent transformation to. As she phrased it, “the 
spread of news outside the websites of newspapers and magazines” (31), such as research engines, 
telecom companies, alternative websites and blogs was already apparent in the mid2000s, starting a 
process in which news content got closer to our individual private sphere through devices we keep with 
ourselves all the time. As she writes regarding the early involvement of mobile technologies in news 
dissemination: “…a piece of news that arrives at one’s mobile number, which is generally the number of 
one’s intimate net, means that the news, from being public, has become intimate. (…) The transition from 
garrisoning the internet to spreading of news seems to have enabled the internet better to arrange and 
configure its specific structure as a meta-medium, at the same time specifying some of its potentialities 
as a mass medium.” (42) 
 As if Fortunati’s analysis predicted the main development in digital media’s last decade: now 
online media ceased to be a ‘go for’ medium; it has become predominantly a ‘push’ medium, coming to 
us in the form of endless, algorithm-driven content feeds, on various devices, always in arm’s reach. This 
is a profound transformation compared to the early 90s’ and mid2000s’ media ecosystem. In that era the 
main contrast between ‘traditional’ broadcast media (which made serious efforts to gain audiences on 
the internet) and ‘new’ online media was that while the broadcast and daily print media offered constantly 
refreshed feeds on-air or in print, that virtually disappeared on the following day – online media offered 
a static, searchable archive where the emphasis was not necessarily on the newest news items but on the 
possibility to go after the content of interest. In today’s platform-dominated (Bell-Owen 2017, Srnicek 
2016, Gillespie 2018) digital media ecosystem, where online media became a full-blown mass medium, 
not only human curators and edited content took a back seat, but most importantly, online content 
distribution morphed into a form that resembles the era of pre-internet broadcasting and print daily news. 
After the phases of mediatization of the net, and internetization of the media, we can witness the 
feedization of digital media, in which phase online media platforms turn back to a pre-digital strategy of 
content distribution. Especially in the sub-ecosystem of Facebook, which does not attempt to facilitate 
past content search or archiving at all (as opposed to for instance, YouTube’s strategy) rather focuses on 
the distribution and interaction-facilitation of newly uploaded, posted content.  
What consequences this global change might have on a local media market? In the context of 
those global trends, in this chapter, I wish to analyze the findings of two local case studies. With the help 
of data taken from two, recently conducted research projects, one the one hand, I seek answers to the 
question, what are the main trends regarding the most interacted with content on the Hungarian 
Facebook and what conclusions could be drawn from these trends? On the other hand, I look at users’ 
attitudes towards content consumption on Facebook, and attempt to reflect on the issue of News Feed’s 
effect on the perception of ‘traditional’ content providers’ brands and content. 
 
Content consumption on Facebook 
A number of international or US-based research attempted to unearth patterns of media consumption on 
Facebook. In order to map out main trends, in the following I review some of the most relevant findings. 
According to the report of the Reuters Institute (Reuters 2016) more than the half of the surveyed sample 
(51%) uses social media as a source for news every week, and for 12% of them, the main source is social 
media. Among which Facebook is far the most important platform in finding, consuming and sharing news. 
The biggest change in the years preceding the publication of the report was that news was increasingly 
consumed through social media platforms (like Facebook, Twitter, Instagram and Snapchat). In the United 
States the number of those who use social media as a news source, doubled since 2013, arriving to 46%. 
It has not changed, that Facebook is still the most significant news distribution platform. According to the 
Reuters Institute’s sample, 67% of the respondents use Facebook for general purposes (networking, 
media consumption, entertainment, etc.), and 44% of them for the consumption and sharing of news. 
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Part of the trend was that Facebook increasingly favored news content by its News Feed algorithms – 
breaking news, news videos, live streams and other audiovisual media, among others. Also, since 2015 
the ‘instant article’ feature of Facebook is available, through which has become possible to view media 
content of outside providers but still staying inside the walled garden of Facebook. 
 As the research commissioned the Pew Research Center (2016) has shown, majority of American 
adults (62%) access their news through social media platforms, and 18% of them does it so frequently. 
There is an obvious growth in this regard: in 2012 – answering to a slightly different survey question – 
49% of American adults answered that they followed news in social media. Regarding the percentage of 
news consumers on each platform, Reddit lead the group, as there 70% of the users followed news on the 
platform, after Reddit came Facebook with 66%. However, if we look at the percentage of users in total, 
the order reverses. As Facebook is by far the biggest platform (according to Pew data, 67% of American 
adults use it), so the absolute amount of users who consume news through Facebook totals at the 44% of 
the American adult population. The same ratio in the case of Reddit is just 2%.  
 Based on data which are gathered from the Facebook API, most interactions on Facebook are 
following a certain pattern. According to the data published by the firm Buzzsumo (Rayson 2016), most 
interactions are triggered by content that: refers to a new scientific discovery or innovation (in a popular 
format); data-based trends, strong opinions and political endorsements, or heartwarming stories or 
features on food and health. Regarding content formats, pictures, lists and quizzes are the most popular. 
 Some of Tremayne’s (2017) research findings are in line with those data, although approaching 
content consumption with different methods. Tremayne identified and separated three different agendas 
on the web and Facebook. One of them is called the Facebook media agenda, which contains all the 
content (within Tremayne’s sample) shared on Facebook. The second is the Facebook news agenda, in 
which only content shared from traditional media companies is featured (for example, YouTube links are 
excluded from this list). The third is the traditional media agenda, which consists of content selected on 
certain media outlets’ front pages, and which reflect the editors’ decision. Tremayne came to the 
conclusion that the Facebook agenda did not show a significant correlation with the traditional media 
agenda, which he explained with the usage patterns of Facebook: as on the platform various kinds of 
activities take place, and news consumption is only one of them, which obviously lessens the proportion 
of news consumption activities as compared to others. Nevertheless, he found significant correlation 
between the Facebook media agenda and traditional media agenda. Meaning that the choices of editors 
often showed significant similarities with the decisions (shares, interactions) of users. In both cases politics 
was the leading category, also crime and sport stories were performing similarly high. (This result could 
support an argument for the “homogeneity hypothesis” – although there are more “editors” deciding, the 
patterns remain the same.) Regarding the whole sample, entertainment was the dominant content 
category, to which 40% of the shared content belonged. In terms of media formats, text was dominant 
(65%), videos were also popular: 27% of the shared posts were YouTube links. 
The discourse around (in todays jargon) the “filter bubble”, or the “echo chamber” (Zuiderveen 
Borgesius et al 2016) or the “daily me” (whose conception originally was developed as a personalized 
news died rather than an isolation chamber, see Negroponte 1995) is inseparable from the issue of 
agendas in social media. The term filter bubble signifies such content consumption patterns in which users 
are not able to escape from the alternatives offered by algorithms. Algorithms in this sense are such 
agents which determine the content available for the user automatically, based partly on previously 
determined traits, and data extracted from tracked consumer behavior (Bodó et al 2017). However, we 
have particularly low amount of data on how the aggregators’ algorithms actually work, as the leading 
players do not disclose their data. According to recent meta-research (Zuiderveen Borgesius et al 2016) 
those digital isolation chambers do not necessarily exist in the strict sense that news consumers are not 
able to access alternative content. There is no supporting data on such pattern that shows that algorithms 
provide an ecosystem in which there is literally no choice, and individual connections, habits and 
5 
 
preferences still play a role in defining one’s media diet (Bakshy et al. 2015). However, most of the results 
make it plausible that a certain homogeneity indeed is formed in online news consumption patterns as 
does in offline news consumption too (Flaxman 2016). 
 
Facebook and the Hungarian media 
Main characteristics of the Hungarian internet 
How significant is Facebook in the context of the Hungarian internet (and society)? The short answer is 
that it is very significant; in elaborating the more detailed answer, data on the size and structure of the 
Hungarian internet might help. The Hungarian digital market has the highest percentage of internet users 
(83%) who are connected to social networks in Europe (European Commission 2017). According to 
Eurostat (2015) data, 76 percent of the households have access to internet, KSH (2013) data shows that 
the majority of those connection were already broadband. Considering all the available sources, the 
internet penetration is around 80 percent in the country. 86 percent of the users are online on a daily 
basis, and quarter of them are based in the capital, Budapest. Other half of the users live in cities, the 
remaining quarter in villages. (This also shows where the barriers of the digital divide can be found: the 
most networked area is the capital city, the less networked parts are also the poorest ones, the Eastern 
and Southwestern areas (MTE 2015). According to Gemius data (2014) 51,2 percent of the users are 
female, 48,8 percent are male. 52 percent of the online user cohort are adults between 18 and 39 years. 
Today the majority of Hungarians access the internet through mobile devices: by the end of 2015, 67 
percent of the internet subscriptions were mobile subscriptions (KSH 2016, Enet 2015). 
Global aggregators such as Google and Facebook dominate on the Hungarian internet according 
to all available sources. More than 90 percent of Hungarian internet users are registered on Facebook, 
and almost all Hungarian users use one of the numerous services that Google offers. Google dominates in 
Hungary without competitors the search market, and also leading in online mapping, e-mail and video, 
among others. The top 3 most visited websites in Hungary are the Facebook.com, Google.com (and .hu), 
and the Youtube.com – all local media sites follow after them. Twitter, Instagram, LinkedIn, Tumblr, 
Foursquare or Snapchat also have followers in Hungary, however, they are far less significant than the 
leading players (Alexa 2016, Similarweb 2016). In April of 2016 the most visited Hungarian sites were: 
blog.hu (blogging platform), origo.hu (news and services), jofogas.hu (e-commerce), index.hu (news and 
services), 24.hu (news), nlcafe.hu (entertainment), blikk.hu (tabloid), hvg.hu (news), startlap.hu (link), and 
arukereso.hu (e-commerce). In sum, the most popular platform, blog.hu had 2,656,411 cross-platform 
visitors and arukereso.hu had 1.509.902 on the 10.th place (see Tofalvy 2017). 
The only media platform that fells into the realm of social media and which is not dominated by 
international companies in Hungary is blogging. The biggest blogging platform of the country, blog.hu is 
owned by CEMP, which is the owner of the biggest news site in Hungary, Index.hu as well, and the two 
products are interconnected in many ways, as user generated content is mainly channeled and distributed 
towards readers by the main page of Index.hu. In achieving the market leading position of CEMP this 
particular strategy played an important role. In 2007 the company introduced the so called “blog cage” 
on the front page of Index.hu, in which a selection of user generated blog posts were to be found, 
embedded in editorial content. Thanks to this solution, user generated content has become much more 
exposed to readers than it had been before, or on other platforms, so the majority of users migrated to 
blog.hu. Facebook’s role in the Hungarian media ecosystem was already significant in 2011 (Bodoky-Urbán 
2011), since then its role has become even more important. Partly this particular circumstance motivated 
the commissioning of two research projects by the Association of Hungarian Content Providers on the 
user attitudes and content consumption patterns on Facebook.  
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Facebook user habits and attitudes 
The research by NRC (MTE 2016) offered a big picture, what trends are shaping up in Hungarian content 
consumption attitudes dominated by Facebook, particularly in regards attitudes towards news contents. 
The research was based on a 500n online panel in November 2015, and identified three basic user groups 
by their intensity of Facebook use: light, medium and heavy users. Those groups, following from their 
demographic differences, not only differ by usage intensity but also by their usage patterns and the 
content types they consume. In the heavy user group women are overrepresented, also are the those 
under 30 and who have lower educational background, while in the light user group men, well-educated 
and those over 30 are overrepresented. This finding is in line with the Reuters (2016) report, according to 
which women are more likely to use social media for navigating the news.  
 As the MTE 2016 data showed, most of the users use Facebook on a daily basis: four fifth of the 
active users would not leave out even a day without browsing the platform, further 8% spends a maximum 
of one day without Facebook. The time spent with active browsing is 86 minute on average – on the 
weekends a few minutes less, on weekdays a few minutes more. In the terms of peak hours there is no 
significant difference between weekends and weekdays either: throughout the week users are more likely 
to spend the most time on Facebook in the evening hours. The more time one spends on Facebook, the 
more likely they use their smartphones. Facebook usage from mobile devices predominantly is important 
in users’ lives as a means to pass time and for entertainment– during travels, commute or waiting in lines, 
and even before going to sleep, one third of the users go on the platforms from their mobile devices. It is 
important though that today the used functions of mobile devices reached a level on which they are used 
almost in the same way as PC-s: activities such as liking, commenting, sharing are equally typical on 
smartphones, tablets and on laptops or PC-s. But interestingly, passive browsing of the newsfeed is more 
typical on PC than on mobile devices, from which it follows that user interactivity is now determined less 
by the used device and more by the time, place and situation of browsing. Further important detail is that 
although the peak of Facebook usage comes in the evening hours, after working hours, still, mobile devices 
are not taking the lead from PC-s.  
The second group of data concerns the media consumption habits of Facebook users. Facebook 
users consume not only content produced by their peers, acquaintances or pages: two thirds of them 
follows traditional online media sites and blogs as well. According to 46% of the users there are sites that 
they follow only on Facebook, 58% says that they follow some sites mostly on Facebook and rarely visit 
the original site outside the platform. 9 users out of 10 say though that if a news item catches their 
attention in the newsfeed, they click through to the original article. Facebook usage in general plays an 
important role in many aspects of users’ lives: they use the platform for communication (49%), 
information (40%), and entertainment (43%) as well. The communication function is strengthened mainly 
by the chat function of the platform, public commenting under posts is less significant. The main function 
of the platform is entertainment, only after this follows information. This order of preference is reflected 
too in the content types users prefer: in the first place there are the humorous contents (66%), which are 
followed by music (55%), and science and technology follows in the third place (45%). 70% of the users 
agree with the assumption that using Facebook is “fun”, although only 56% of them state explicitly that 
leisure time on Facebook is more preferred than gaining information.  
Facebook users are relatively silent; they prefer softer interactions to explicit ones. The most 
typical activity is liking (86%), which is followed by sharing (61%), and only 55% comment from time to 
time. However, if users encounter content that they dislike, 39% of them have deleted, 52% banned the 
friend who posted the content in question. Among the most followed pages there are traditional news 
outlets’ pages and those which normally do not have traffic outside Facebook’s walled garden and who 
are especially designed for consumption on the platform. The leading ‘traditional’ media outlets on 
Facebook thus are: Index.hu (news site), Nők Lapja Café (a women’s weekly magazine’s online patform), 
hvg.hu (online version of a weekly magazine), and Origo (news site), and the leading pages are the 
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following: Tibi Atya, Mindenegybenblog.hu, I love Magyarország and receptneked.hu. If we merge the two 
lists, the overall list is the following: Tibi Atya, Index.hu, Mindenegybenblog.hu, Nők Lapja Café – meaning 
that the four most popular pages followed on Facebook are in equal portions traditional and new content 
providers.  
The third group of data sheds some light on the attitudes of the Facebook users towards content 
providers, news sources whose content they consume on the platform. In other words, what do they think 
about the entertainingness or authenticity of particular online media brands, traditional and new? To 
gather information on that subject, the panel participants were given the following two questions: “Which 
is the three Facebook page, that you find the most entertaining?”, and another one: “Which is the three 
Facebook page that you find the most credible/authentic?” In answering the first question, the majority 
of the respondents indicated Tibi Atya in the first place (39%), followed by Trollfoci, Gondoltad volna, 
Mindenegyben blog and Nők lapja Café. The answers given in the subgroup of the heavy users do not 
differ significantly. The answers given to the second question, varied in a broader scale: Index.hu leads 
the group with 18%, and Nők Lapja Café, HVG, receptneked.hu (14%), Origo, 24.hu (11%) and Tibi Atya 
(10%) follows in the top 7. In this case interestingly the answers given by heavy users do differ: in this 
subgroup the receptneked.hu is leading (17%), and behind it with 1-1 percent Nők Lapja Cafe, Index.hu, 
Femina.hu, Origo and Tibi atya (13%) follows (Figure 6). Before I get to the interpretation of these 
numbers, I briefly present the results of the other MTE-commissioned research on the analysis of the 
Facebook content consumption patterns based on interaction data. 
 
Most popular content 
The research was based on all the interactions that were triggered by Hungarian content on Facebook 
throughout the year 2016, and were monitored by the Feedstripes software. The main focus was not only 
to measure the number of interactions but also the volume of them. The monitored sources were: the 
members of the MTE (the main digital media outlets in the country) and further important sites, brands, 
complemented with further popular Facebook pages and personalities (for instance sports). The research 
defined popularity by the volume of interactions involved, the interactions were defined by the six 
available options on Facebook (like, love, angry, wow, sad, angry) added to the amount of shares. The 
numbers of comments were not considered by the research as it might have distorted the outcomes (as 
for instance not all media uses the Facebook social plugin for comments.) 
 The research considered fundamentally two types of data: one was the interactions measured on 
the content providers’ Facebook pages, the other based in the interactions triggered by the URL-s shared 
on the platform. According to the report, the race of the Hungarian Facebook pages is dominated by two 
“Tibors” (a popular Hungarian given name). One of them is the aforementioned Tibi Atya (a persona of a 
fictional alcoholic priest, posting usually politically incorrect memes) and Kasza Tibor (former pop/dance 
singer, media personality). Among the traditional media companies in posting activity Central Media 
Group is the strongest, among its brands Startlap, 24.hu and Nők Lapja Café is performing the best. 
Another traditional media publisher, Mediaworks has the most active followers, mainly due to its sports 
media brand Nemzeti Sport, which draws more, than 90% of the publishing house’s activity. The most 
active publishers based on the number of posts were Centrál Média Group, New Wave Media, Ringier 
Axel Springer, CEMP, Lapcom, HVG, and Mediaworks. The ones with the most active audience were 
Mediaworks, Centrál Média Group, Ringier Axel Springer, New Wave Media, CEMP, HVG, RTL (Figure 3). 
 By breaking down the 300 most popular Facebook posts into categories by subject, the most 
popular category is humorous content (which includes almost the half of the posts), the less popular one 
is politics. The second most popular category is sport (near the one third of all posts), the next is tabloid 
content, and finally, gastronomically themed posts. Considering the formats of the 300 most popular 
posts: five sixth of all the posts are pictures, the remaining one sixth is shared between videos, links, and 
textual content. On Figure 1 can be seen that out of the top 10 Facebook posts 8 are pictures, 2 are videos, 
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of which 6 is about sport, and 2-2 about humor and tabloid content. Among the 300 most popular 
Facebook posts unequivocally the sport-related and humorous visual content (pictures) were leading, 
mainly due to the popularity of the pages of Katinka Hosszú (multiple Olympic champion and world 
champion Hungarian swimmer) and Tibi Atya. What is surprising in this regard, is that sites as 
Mindenegybenblog.hu and the like do not have significant amount of posts in the top 300. This fact is 
surprising in the light of the data available on shared links, in which category Mindenegyben blog is totally 
dominating.  
 Two lists were prepared about the most popular links shared on Facebook, based on the gathered 
data. One of the lists includes the links of Mindenegybenblog.hu (Figure 4), the other excludes them 
(Figure 2). The reason to prepare such lists was the fact that Mindenegybenblog.hu dominates the top 
shared content so intensely, that makes all other media virtually invisible: out of the 100 most shared links 
on Facebooks 89 is published by Mindenegybenblog.hu, and in the top 60 there can be found only 
Mindenegybenblog.hu posts – except one Index.hu article on the third place. Regarding themes and 
content, on this list topics such as nostalgia and entertainment are dominating. If we look at the 
“cleansed” list excluding the links of Mindenegybenblog.hu, it can be seen that the most popular content 
types are sport, tabloid and entertainment articles. The most popular media events, themes in 2016 were 
the following: the Olympic games, with the highest number of impressions (15 million), with an average 
of 200 interactions per impressions. On the second place, with roughly one-third of interactions the 
Hungarian football team can be found, following them with almost as many interactions as theirs, Katinka 
Hosszú, swimmer is the third.  
Summary: brand-confusion and platform overload 
What conclusions can be drawn from the two set of data, based on the attitudes of users and content 
consumption patterns, in comparison with available international research?  
In this chapter, based on the data provided by two recent nationwide studies, I attempted to 
analyze the content consumption attitudes and habits in a Facebook dominated media ecosystem, and 
explore their consequences. One of the studies was a qualitative, representative online survey (n=500) 
that gathered data on Hungarian Facebook-users’ attitudes, the other a quantitative research project 
which analyzed data of the most interacted with Hungarian sites throughout a whole year (the data was 
gathered with a web crawler through Facebook’s API). The projects were commissioned by the Association 
of Hungarian Content Providers in 2016, and were funded by the Media Council of the National Media 
and Infocommunications Authority (NMHH), and carried out by NRC Research and lyZR, respectively. The 
results of the two projects on the one hand confirm some of the relevant findings of previous international 
research (Kalogeropoulos – Newman 2017, Pew 2016, Reuters Institute 2016, Tremayne 2017, Bell-Owen 
2017), and on the other hand, provide new insights into understanding the relationship between the 
growing dominance of Facebook and changing content consumption habits. According to some of the key 
findings, in a Facebook-dominated ecosystem the recognition of ’traditional’ media brands (such as online 
news sites) is fading, and interpretations of authenticity and credibility change: users might deem a 
meme-distributing site more credible than an online news site. Also, a new type of content provider 
proves to be by far the most successful entity on Facebook (thus, as a consequence, on the whole digital 
media market), Facebook pages that exclusively tailor their content provision to the platform.  
From the measured interactions it can be inferred that a new generation content providers, that 
are optimalized for Facebook interactions and do not conduct significant traffic outside the platform (such 
as Tibi atya, Mindenegybenblog.hu or Kasza Tibor) are able to generate significantly more interactions 
through their feeds than the so called traditional media outlets who ground their Facebook presence on 
content available on websites or apps outside Facebook. However, it is also important that with what kind 
of content can achieve such a success in this ecosystem. It can be seen, that those „traditional” outlets 
who provide the most shared and interacted with contact on the platform, do so mainly with opinion 
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pieces, as the strongest examples of WMN (online women’s magazine) or Kolozsváros (left-leaning 
opinion blog) show. Based on the survey data it can be inferred on the one hand that ‘traditional’ and 
‘new generation’ content providers are not forming necessarily two distinct groups in the users’ 
perception. Edited content is not necessarily perceived as more authentic or credible. Taking the results 
of the two study together, it is unambiguous that users intensely consume the Facebook News Feed in 
their everyday news diet, and interact mostly with entertaining and opinionated content; and they do not 
differentiate necessarily between the functions of entertainment and orientation.  
By the analysis of empirical results and drawing on a comparative theoretical model I wished to 
argue in the chapter for the position that the current ‘feedization’ of the internet bears significant 
consequences for the future of the relationship between digital media and society. Leopoldina Fortunati 
introduced the terms of the ‘mediatization of the internet’ and the ‘internetisation’ of mass media in 
2005, referring to how ‘traditional’ and ‘new’ media platforms converged back then. Today, more than a 
decade later we can witness the ‘feedization’ of the internet, which marks another era in the process of 
digitalization. In its first decade, the Internet functioned as an alternative to the ‘push’ news agenda 
setting of the broadcast media channels. This was rooted partly in the nature of content available on the 
internet, but more importantly, in the distribution and consumption patterns of online content. Today we 
do not go after online content anymore but it comes to us, in enormous quantities, through channels, 
filters and feeds which are controlled by a very few market players. In this ecosystem, platforms (that 
used to be social networks) are the dominant players, and their algorithm-driven newsfeeds became of 
central importance, shaping the nature of online content consumption.  
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Appendix: Figures 
 
<Figure 1> 
The top 10 most popular post on Facebook in 2016 (based on interactions)  
 
 
 
 
 
 
<Figure 2> 
The top 20 most popular links on Facebook in 2016 (based on shares), excluding the posts of 
Mindenegybenblog.hu.  
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<Figure 3> 
Interactions by ‘traditional’ media publishing houses in 2016.  
 
 
 
 
 
 
 
<Figure 4> 
The top 30 most popular links on Facebook in 2016 – including the posts of Mindenegybenblog.hu.  
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<Figure 5> 
Total and average interactions of traditional and new generation content providers in 2016.  
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<Figure 6> 
Authentic / credible and entertaining sites [The purple-colored lines show the sites voted as most 
“authentic / credible”, while the yellow-colored show the sites that were marked as the most 
“entertaining”]  
 
 
 
 
 
 
 
 
 
 
 
